With the promotion of economic liberalization and internationalization, consumer demands have become complex and diversifi ed. Businesses have to actively promote themselves and bring forth new marketing tactics to attract buying and cope with fi erce competition so as to enhance the global competitiveness and implement the idea of sustainable operation. This study aims to investigate the relationship between marketing strategy management, customer relationship management, and perceived value.
INTRODUCTION
Industrial competitiveness is currently in the globally perfervid era due to the promotion of economic liberalization and internationalization, resulting in impact on the businesses in the industries. The integration of resource planning and the upstream-downstream relationship in a business relies on the construction of organizational culture. Effectively applying marketing strategy management and customer relationship management (CRM) to enhance the industrial competitive-ness and create excellent organizational performance has become a popular topic in academic and industrial circles. With the changes of domestic economic structure and lifestyles in past years, consumer demands have become complicated and diversified. A business has to actively enhance itself, constantly promote the marketing tactics, and attract buying to cope with the fierce competition. However, high costs are also requested. Thoroughly mastering and satisfying consumer demands therefore become a key in business growth.
Enterprise managers constantly investigate to apply organizational cultural characteristics to the marketing strategy management and satisfy customer demands and expectation through marketing strategy development in order to acquire the potential business opportunities and enhance business competitiveness. Quality customer services are applied to maintain the favorable customer relationship, and the most suitable customers are offered products or services at the best time and best places with the maximum benefits and the minimum risks so as to create organizational performance (Xu and Shieh 2014) . Perceived value has been commonly regarded as a key factor in a consumer purchasing or using a product. A business provides customer with perceived value through products and services to enhance the repurchase intention and measures the perceived quality and perceived value of the paid price so that a manager could further understand customer demands. Current attitudes are usually a good predictor of repurchase; more importantly, perceived value, as the key factor in maintaining the competitive advantages of a business, could better measure consumer evaluation of services than service quality does. The relationship and the effects therefore are discussed in this study. Graa and Dani-el Kebir (2012) regarded marketing strategy management as the marketing logic for institutional organizations achieving the marketing plans, including specific strategies towards target markets, orientation, marketing mix, and marketing expenditure level. Marketing strategies should be able to point out the target market segmentation, which appears distinctly on demands & desire, responses to marketing, and presents distinct profitability. A company could smartly find out the best service segmentation from the aspect of competition and formulate marketing strategies based on such selected target segmentation. The management echelon has to propose outlines of the marketing mix like new products, personnel sales, advertisement, promotion, price, and place for specific strategies. The management echelon should be able to explain how such strategies respond to the threats, opportunities, and problems in a plan. Klaus and Maklan (2012) defined Marketing Mix as the strategic marketing tool controlled by a company, containing product, price, place, and promotion, i.e. the marketing 4P, to produce the responses of the target market. Product was the product and service mix for the target market; price was the amount paid by a customer to acquire a product; place covered the company activities which allowed the products being contacted by target customers; and promotion referred to the activities through which a company conveyed product value to the target customers and persuaded the purchase.
LITERATURE REVIEW

Marketing strategy management
Based on 4P proposed, López-Gamero et al. (2011) proposed the 7P marketing strategy management mix, in which participant, process, and physical evidence were added to the past 4P (product, price, place, and promotion).
(1) Participant. Excellent personnel, including the proper skills and service enthusiasm, could stabilize the service quality. Employee training and control could have a business provide stable and reliable service quality. (2) Process. Being the mechanism and procedure to deliver to the customers, a business has to satisfy proper customer demands and timely deliver to customers in order to build customer satisfaction. (3) Physical evidence. The intangible service characteristic has a consumer not being able to understand the service situation and content in advance. A consumer often judges the service quality by the manner of the service place, novel equipment, and personnel enthusiasm. In this case, abstract and intangible services require physical evidence for consumers trusting the service provider.
Customer relationship management
Ayodele and Olorunsola (2012) indicated that customer relationship management was the mutual support through software and relevant technologies to achieve the automated management, aiming at sales, marketing, customer service and support, and to improve the business process. Chiu et al. (2011) pointed out customer relationship management as the combination of business process and technologies to understand customers from multiple dimensions and differentiate the products and services of a business. Green and Peloza (2011) regarded customer relationship management as understanding and influencing customer behaviors through meaningful communications to increase new customers, prevent the loss of existing customers, promote customer loyalty, and enhance customer profitability as well as all activities which could change random customers into loyal customers through satisfaction or exceeding the demands to generate repurchase behaviors. Lee and Jang (2011) pointed out customer relationship management as the broad process and information technology to manage the relationship among potential and existing customers and business partners through marketing, sales, and services. Ogunnaike et al. (2012) indicated that customer relationship management, as an information system, could assist an organization in realizing the actual customer needs. Tseng (2011) referred customer relationship to a business establishing long-term, satisfactory, reliable, and highly committed partner relationship with the customers through the combination of economy, technology, information, and society; and, favorable customer relationship could be presented through customer satisfaction, customer retention, customer churn rate, customer loyalty, and customer value. Klaus and Maklan (2012) regarded customer relationship management as a commercial model and strategic application; a business actively deepened the relationship with customers to master the customer information and formulate distinct strategic application with such information to satisfy different customer demands. Graa and Dani-el Kebir (2012) mentioned that customer relationship management needed to understand customer demands, provide personalized services, satisfy customer demands, and create favorable value and interactive relationship. A business has to stress on the customer interaction and service, constantly enhance the customer service quality with various innovative products and services for the customer relationship management. For the sustainable management, establishing permanent and close relationship with customers to create win-win situation has been concerned for years.
Referring to Amila and Aruna (2012) , the customer relationship management performance is divided into the following dimensions.
(1) Customer acquisition. By integrating data from independent sources to analyze the purchase behaviors of new customers and establish the preference model, the most possibly purchased products could be confirmed, and the time when a customer might contact with the company and the communication approach could be realized. (2) Customer reinforcement. A business could solidify the customer relationship and further create more profits by ensuring the customer segmentation with the best profitability, discovering the most possibly purchased products, and effectively applying cross-selling and up-selling. (3) Customer bonding: By applying the purchase place where a customer prefers through Propensity Model to reduce the customer loss, the lifelong value of a customer could be acquired through the purchase behaviors in the life cycle.
Acta Oeconomica 65 (2015) 2.3. Perceived value Barber et al. (2012) mentioned that customer perceived value was derived from Transaction Utility Theory proposed by Thaler, who argued that a consumer would consider the purchase based on the perceived value, i.e. the choice of perceived benefit and the perceived sacrifice of a consumer paying for a product. Dani-Elkebir (2011) indicated that a consumer would set the acceptable price range when purchasing a product; perceived value revealed a consumer considering the product price being lower than the acceptable price that the increasing perceived value would enhance the purchase intention. Kameswari and Rajyalakshmi (2012) regarded customer perceived value as the difference between perceived benefit and perceived sacrifice of a customer (including monetary and non-monetary costs) as well as the difference between profits and costs when a potential customer evaluated a provided object or other choices . O'Neill (2011) stated that requesting a customer was the most direct way to understand customer perceived value; in other words, perceived value was the subjective judgment of a customer that it needed to be understood from the viewpoint of a customer.
Referring to Wang et al. (2012) , the following dimensions are proposed for customer perceived value.
(1) Product value. The value generated from product functions, characteristics, quality, variety, and patterns. It is the central content of customer demands as well as the primary factor in a customer purchasing a product. Under general conditions, it determines the total purchase value of a customer. (2) Service value. Kameswari and Rajyalakshmi (2012) defined service value that perceived value was the overall evaluation of the product utility, based on what a consumer acquired and paid. Although there were differences between acquiring and paying, value was apparently the substitute in between. (3) Experiential value. Barber et al. (2012) first proposed the customer value classification and regarded customer value as an experience not existing in the purchased products nor the selected brand or the possessed products, but completely from the consumption experience of a customer; a customer would acquire Rational Consumption Value and Experiential Consumption Value in the consumption process.
Research hypothesis, marketing strategy management, customer relationship management, and perceived value
When a business engages in marketing strategy management, individual customers or consumers are usually regarded as the analysis unit. Individual customer files are established with information technology and database for providing customized products and services so as to search and establish long-term customer relationship management and acquire customer perceived value (Chen 2011) . After practicing marketing strategy management, a business could enhance the customer relationship management and promote the customer perceived value (Eric et al. 2011) . One-to-one marketing combines the idea of relationship marketing and the function of favorable database so that a business could provide personalized marketing mix and develop permanent customer relationship management to maximize the effectiveness of marketing strategy management. As previously mentioned, a business often applies confirmation, segmentation, interaction and customization proposed by Klaus and Maklan (2011) to the customer relationship management; the ideal result is to have individual customers receive distinct treatment, products, or services, enhance the perceived value, and reinforce the loyalty. A business should enhance the customer interaction and deliver excellent customer value; especially, when the business is combined with technologies, products and services conforming to different customer demands could be created through customer relationship management to reinforce the customer perceived value, assist the business in developing better customer relationship quality, and even enhance the customer commitment (Lliopoulos and Priporas 2011). According to above research, the following hypotheses are derived in this study.
H1: Marketing strategy management shows significant correlations with customer relationship management. H2: Customer relationship management reveals remarkable correlations with perceived value.
In face of the rapidly changing environments, a business needs to understand the importance of marketing strategy management in the consumption environments, as the customer experiential cognition, service and perceived value appear to have great influence on attracting new customers and retaining existing customers (Yi et al. 2011 ). Klaus and Maklan (2011) found out perceived value as the mediator of marketing strategy management (price, place, promotion, and product) and purchase intention. O'Neill (2011) indicated that customer perceived value was a factor in differentiating and maintaining competitive advantages; therefore, a company had to provide customers with favorable marketing strategy management with more valuable products or services than other competitors so as to enhance the customer perceived value. According to above discussions, the following hypothesis is derived in this study.
H3: Marketing strategy management presents notable correlations with perceived value.
RESEARCH METHODOLOGY
Method model
The intrinsic quality of LISREL is often used as the assessment index, containing (1) SMC (square multiple correlation) indices related to individual manifest variables, i.e. R2 of manifest variables and latent variables, which should be larger than 0.5, (2) the reliability (ρ) of latent variables, i.e. the Cronbach's α coefficient of the observed indices for latent variables, which should be larger than 0.6, and (3) the average variance extracted of latent variables, by calculating the R2 sum of the manifest variables of a latent variable being divided by the number of manifest variables, revealing the percentage of latent variables being measured with manifest variables, which is better larger than 0.5 (Sharma 1996) .
The goodness-of-fit test for LISREL could be measured with the overall model fit (i.e. the extrinsic quality of the model) and the intrinsic quality. That is, the common goodness-of-fit assessment indices for the overall model fit test cover (1) χ2 ratio (Chi-Square ratio), the difference between the actual theoretical model and the expected value, which is better less than 3, (2) the closer goodness-of-fit index (GFI) and adjusted goodness-of-fit index (AGFI) to 1, the better goodnessof-fit, (3) the root mean square residual (RMR) to reflect the square root of "fit residual variance/covariance mean", which is better less than 0.05, and (4) the incremental fit index (IFI) above 0.9, revealing the excellent goodness-of-fit (Hair et al. 1998 ).
Research sample and subject
Suzhou Industrial Park, an important cooperation between China and Singapore, was approved by the State Council in February and started in May in 1994. The park covers 3.4% of the land in Suzhou City, where the 7.4% population creates about 15% economic aggregate, and is ranked on the top of "the most competi-tive zone in China" for years, the second of national development comprehensive evaluation of investment environment, and the top of national high-tech industrial development zone in Jiangsu Province. The manufacturers in Suzhou Industrial Park therefore are selected as the research subjects. The executives and employees of manufacturers in Suzhou Industrial Park are distributed 500 copies of questionnaire, and 367 valid copies are retrieved, with the retrieval rate 73%.
Reliability and validity test
Validity refers to a measuring scale which could actually measure the degree of something which a researcher tends to measure. The common types of validity contain Content Validity for qualitative concept verification, Criterion Validity, which utilizes preset extrinsic criteria and the coefficient related to the test for the evaluation, and Construct Validity, used for evaluating the consistency of a measurement to other observable variables. Based on the past theories and considering the real situations of the research subjects, the questionnaire is designed to express the essence and represent the integrity so as to ensure the content validity. Besides, the final communality estimates of Factor Analysis are applied to test the construct validity of dimensions, and the validity appears in 0.816~0.875, showing the favorable validity of the questionnaire.
Reliability refers to the consistency degree of repeatedly proceeding investigation or measurement on the same group of mother samples. Cronbach's α coefficient is often used for measuring the consistency among items in the same concept. In basic research, the reliability coefficient above 0.8 presents the scale with high reliability, while it is acceptable in exploratory research with the reliability reaching 0.7. The Cronbach's α reliability coefficient in this study appears in 0.752~0.927, conforming to the high reliability range of Cronbach's α coefficient between 0.7 and 0.98 proposed by Wortzel (1979) .
ANALYSIS OF THE EXPERIMENTAL RESULT
Test of model fi t
Maximum likelihood (ML) is utilized in this study, and the LISREL analysis reaches the convergence. The overall model fit indices for the extrinsic quality of the model show (1) χ2 ratio = χ2/degree of freedom = 1.753, less than 3, (2) goodness-of-fit index GFI = 0.96, larger than 0.9 and adjusted goodness-of-fit index AGFI = 0.88, larger than 0.8, (3) root mean square residual RMR = 0.023, less than 0.05, and (4) incremental fit index 0.93, larger than 0.9. Overall speaking, the indices for the overall model fit pass the test, completely reflecting the favorable extrinsic quality of LISREL.
In regard to the test of the intrinsic quality, SMC of manifest variables being larger than 0.5 (Tables 1 and 2 ) reveals the favorable measuring indices for latent variables. Furthermore, the reliability of latent variables, including marketing strategy management, customer relationship management, and perceived value is larger than 0.6, and the average variance extracted is larger than 0.5 (Table 3) , which apparently conform to the test of the intrinsic quality of the model. 
Test of path relationship
When product, customer acquisition, and product value of latent variables are selected as the reference indicator with the constant value 1 (Bollen and Long 1993) , the relationship estimates between other dimensions and variables are significant, see Figure 1 . That is, price = 1.10 and place = 1.23 reveal better explanation than product; customer bonding = 1.08 presents better explanation than customer acquisition; and perceived service value =1.05 is relatively higher than perceived product value. The hypothesis verification results are shown in Table 3 . 
CONCLUSION
The research findings show the significantly positive effects of marketing strategy management on customer relationship management that the more emphasis on the operation of marketing strategies shows the better performance on customer relationship management. The remarkably positive effects of customer relationship management on organizational performance reveal that the more emphasis on the promotion of customer relationship management would result in better perceived value. The research results present certain contributions to marketing strategy management and customer relationship management. Perceived value is the subjective perception of a consumer towards the products of a company, which is considered general and comprehensive. Besides, the perception difference among consumers is caused by the subjective preference that a service provider, i.e. the business, could merely enhance the services to the ordinarily agreed level, but could not satisfy individual consumer requests. Nonetheless, customer relationship management could make up such a fault. More interaction and personalized services could be generated through marketing strategy management. Based on the favorable service level and aiming at individual consumer preference and demands, customized services could be created to enhance the perceived consumption experiences. This study aims to discuss the factor of customer relationship management in the promotion of consumer loyalty under favorable perceived value.
SUGGESTION
Summing up the results and findings, the following practical suggestions are proposed in this study. 1. A business should stress on and enhance the product quality and competitive prices. A business should provide customers with reliable product quality and rapidly pay attention to the service attitudes and quality as well as offer customers with reasonable prices which allow customers perceiving the economic benefits and being willing to pay the prices in the fiercely competitive markets. A business is also suggested to meet the changeable and diverse consumer styles, pay attention to product package and quality, regularly adjust the product variety and choices according to the marketing strategy management, and formulate more competitive price strategies in order to enhance the operation and management competitive capabilities. 2. Business services should stress on customer relationship management. Broadly speaking, customer relationship management could be the interaction between customers and businesses. In practice, it involves in the application of customer data to effectively promote the customer services and enhance the interactive relationship between a business and the customers. Customer relationship management not only could enhance the interactive relationship between a business and the customers but also collect customer data through such relationship. Favorable customer relationship management could reduce the costs for developing potential customers and new customers, enhance business efficiency, and reduce unnecessary resource and cost waste. Moreover, good customer relationship management could directly and indirectly achieve the function and purpose of work-of-mouth marketing. 3. A business should emphasize customer interaction and customized services.
The collected customer data contain consumer responses to the marketing activities, consumer consumption habits, segmented services for different customer attributes, increasing contact with consumers, and enhancement of customized services. The data analyzes are generated from the interaction between customers and the business that analyzing customer data could effectively master the characteristics to become the reference for operation and performance evaluation. A business therefore is suggested to reinforce the customer perceived value, establish and accumulate good consumption experiences of consumers, and promote the customer loyalty for the oral spreading and actively sharing recommendations and repurchase behaviors so as to achieve the operation objectives and service performance, and create sustainable value.
